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PENGARUH EXPERIENTIAL MARKETING DAN PRODUCT QUALITY 
TERHADAP CUSTOMER LOYALTY  MELALUI CUSTOMER 
SATISFACTION PADA PELANGGAN GYU-KAKU JAPANESE BBQ 




Pada era globalisasi saat ini, banyak masyarakat Indonesia yang telah 
mengenal budaya global salah satunya merupakan budaya Jepang. Jepang 
memiliki kuliner khas makanan BBQ yang sangat digemari oleh masyarakat di 
Indonesia. Para pebisnis di Indonesia memanfaatkan kuliner khas Jepang untuk 
dijadikan usaha sehingga, tidak sulit menemukan restaurant Japannese BBQ di 
Surabaya.  
Dalam penelitian ini, penulis ingin menguji apakah experiential marketing 
dan product quality mempunyai pengaruh terhadap customer loyalty melalui  
customer satisfaction, objek yang dipilih oleh penulis adalah restaurant Japanese 
BBQ di Surabaya. Sampel penelitian yang digunakan dalam penelitian ini 
sebanyak 150 sampel dengan teknik purposive sampling dengan menggunakan 
data primer. Teknik analisis data yang digunakan adalah SEM dengan 
menggunakan LISREL. 
 Hasil yang diperoleh dalam penelitian ini adalah experiential marketing 
memiliki pengaruh yang positif dan signifikan terhadap customer satisfaction, 
product quality memiliki pengaruh positif dan signifikan terhadap customer 
satisfaction, serta product quality memiliki pengaruh positif dan signifikan 
terhadap customer loyalty melalui customer satisfaction yang berarti bahwa 
dengan memberikan pengalaman positif dan menyenangkan tentunya memuaskan 
keinginan pelanggan serta kualitas produk yang baik tentunya juga memuaskan 
keinginan pelanggan ketika sedang berada di restaurant Gyu-Kaku. Namun 
experiential marketing memiliki pengaruh yang positif tetapi tidak signifikan 
terhadap customer loyalty melalui customer satisfaction yang berarti bahwa 
pengalaman yang diberikan oleh pihak Gyu-Kaku yang selama ini belum cukup 
untuk memenuhi loyalitas pelanggan. Hal ini tidak berarti akan menurunkan minat 
konsumen untuk melakukan pembelian kembali dimasa yang akan datang karena, 
masih dapat dipengaruhi oleh beberapa faktor seperti potongan harga, 
menawarkan menu baru dan menu yang berbeda dari restaurant bbq yang lain.  
  










THE EFFECT OF EXPERIENTIAL MARKETING, PRODUCT QUALITY 
ON CUSTOMER LOYALTY THROUGHT CUSTOMER LOYALTY IN GYU-




In the current era of globalization, many Indonesian people are already 
familiar with global culture, one of which is Japanese culture. Japan has a 
special culinary BBQ that is very popular with people in Indonesia. BBQ food is 
food that is processed by grill. Businessmen in Indonesia use Japanese cuisine as 
a business, it is not difficult to find a Japanese BBQ restaurant in Indonesia, one 
of which is in Surabaya. 
In this study, the testers want to discuss whether marketing experience and 
product quality will have an influence on customer loyalty through customer 
satisfaction where the attraction chosen by the examiner is a Japanese BBQ 
restaurant in Surabaya. The research sample used in this study were 150 samples 
with a purposive sampling technique. In this study the testers used primary data 
which data were obtained directly from Japanese BBQ Gyu-Kaku customers 
through questionnaires distributed at Gyu-Kaku Surabaya. The data analysis 
technique used is SEM using LISREL. 
The results obtained in this study indicate that experience marketing has a 
positive and significant effect on customer satisfaction, product quality has a 
positive and significant effect on customer satisfaction, and product quality has a 
positive and significant effect on customer loyalty through customer satisfaction 
which means it provides a given experience. positive and pleasing satisfying 
customer desires as well as good product quality assure customer satisfaction 
which will increase the level of complex customer satisfaction in Gyu-Kaku 
restaurants. However, marketing experience has a positive but not significant 
effect on customer loyalty through customer satisfaction, which means the 
experience provided by Gyu-Kaku has not been enough to fulfill customer loyalty. 
This does not mean that it will reduce customer interest to buy back in the future 
because, it is still bound by several factors such as price discounts, offering a new 
menu and different from other BBQ restaurants.   
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